Purpose:Background: Food businesses provide halal food to cater to the dietary 5 requirements of Muslims, especially in communities with a growing number of the ethnic 6 minority and at public institutions such as higher education establishments. A large and 7 growing body of literature has investigated the purchasing and consumption behaviour of 8 halal food there are also studies that revealed consumers do not support halal food products 9 on the grounds of animal welfare where animals were slaughtered without stunning. Originality: This study revealed that both Muslim and non-Muslim consumers agreed on the 28 importance of animal welfare, but there exist differences in perceptions of animal welfare in 29 halal meat production. This research is of value to those working in the regulatory and food 30 service settings in understanding the differences and needs of consumers and it contributes 31 to a better understanding of the customers within a university setting. 32 33 34
Introduction 37
The main consumers of Halal foods are Muslims since halal food is designed to meet the 38
Islamic dietary requirement. As migrations have brought Muslims to Western countries, their 39
dietary requirements have also influenced the meat trade networks, food supply chain and 40 menus in food catering services. This was evident in Italy where the public education system 41 now caters to the Muslim population (Giovine, 2013) . At times, traditional food rules may limit 42
Muslim consumers' food options within Western countries, where any sort of food is 43 potentially available on a supermarket shelf (Giovine, 2013) . Halal food production is no 44 longer a regional practice but an international requirement to cater to the Islamic dietary 45 sector (Stephenson, 2014) . A number of UK public education institutions cater to students' 46 special dietary needs such as vegetarian, vegan, gluten free, kosher and halal (UCAS, 47 2016). In fact, the availability of halal food on campus can be a determining factor in 48 enhancing Muslim students' course experiences (Asmar, 2006; Gilby et al., 2011) . The 49
Federation of Student Islamic Societies says there are over 300,000 Muslim students in 50 higher education in the UK (FOSIS, 2016) . The university setting also provides students with 51 new experiences and transition to independence (Lewis et al., 2015) . The eating 52 environment and food environment will be different as consumers within a university setting 53 are exposed to different social interactions, choices of food, cafes / refectories and 54 situational factors (Meiselman, 2006) . 55
The Theory of Planned Behaviour (TPB) (Ajzen, 1985) identifies the influences that predict 56 and change behaviours. where Bbehavioural intention is influenced by: a person's attitudes; 57 beliefs about whether individuals who are important to the person approve or disapprove of 58 the behaviour; and perceived control over performing the behaviour. Attitude refers to the 59 degree of favourable or unfavourable evaluation towards a behaviour and captures attribute 60 dimensions such as important -not important, harmful -beneficial and pleasant -61 unpleasant (Ajzen, 2001) . Subjective norms refers to the perceived social pressure to 62 comply with expectations while perceived behavioural control (PBC) is the feeling of being in 63 control or the confidence in performing a behaviour (Syed and Nazura, 2011) . Generally 64 speaking, the more positive the attitude, the higher the social expectations and control an 65 individual feels about performing a behaviour, the more likely it is that the individual will do 66 so (Ajzen, 1985) . 67
Within a halal food environment, TPB has been used by Nazahah and Sutina (2012) 68 to measure consumers' intention to purchase, consume and accept halal food products. 69
Previous studies Meanwhile, Aziz and Vui (2012) reported that non-Muslims' purchasing 70 intentions of halal food products were affected by halal awareness and certification (Aziz and 71
Vui, 2012), attitude, subjective norm and perceived behavioural control (Haque et 
Results and Discussion 114
The estimated response rate was 0.88%. 296 participants responded to the survey from an 115 estimated potential pool of students (n=31,000 [excluding off-campus students]) and staff 116 (n= 2635). A good balance between staff (49%) and students (51%) responded to the 117 survey. More women (70.3%) than men (29.7%) completed the survey (Table 1) . There were 118 more non-Muslims (75.6%) compared to Muslims (18.2%) and 82% live on or nearby the 119 campus (less than 1 hour commute). 120
121
Insert Table 1  122   123 The Muslim consumers strongly agreed that they understood the concept of halal and the 124 halal status of food products will influence their purchases (Table 2) . A lower mean score 125 was received for feeling secure in eating halal foods in the campus. A study conducted by 126
Ahmed (2008) who looked at consumers' buying behaviour revealed that respondents 127 preferred to purchase halal meat from their local butchers instead of supermarkets as the 128 language spoken made them more comfortable and they feel that they are buying from their 129 own people who they can trust. Most Muslim consumers in this study preferred to consume 130 non-stunned halal meats and this is supported by a high negative correlation between 131 consumption of stunned or non-stunned meats (r= -0.75). Previous surveys carried out by 132 the Halal Monitoring Committee (HMC), a certifier of non-stunned meat reported that 90% of 133 282 Islamic scholars in the UK rejected electric stunning of poultry, 85% rejected electrical 134 stunning of larger animals whilst 9% requested that more research to be carried out in this 135 area (HMC, 2009). However, in another recent survey in the UK, more than 95% of 66 136 Lancashire Council of Mosques may have influenced the preference for non-stunned meats 142 in this study (LCM, 2017) . 143
144
Insert Table 2 here 145
146
There was a positive and moderate correlation in quality being more important than price for 147 the Muslim group and halal food being safe (r=0.52) and healthy (r=0.47). There was a 148 slightly low but significant correlation between cleanliness, safety and quality of halal food 149 with feeling secured in eating halal food on campus (r=0.37). This provides support to 150 previous findings in Belgium, where researchers argued that hygiene, taste and freshness 151 are perceived as the most important halal meat attributes (Verbeke et al., 2013) . Similarly, in 152 the UK, consumers placed more importance on the authenticity and quality of halal meat 153 compared to price (Ahmed, 2008) . 154
Among the non-Muslim group, most indicated that they understood the concept of halal and 155 the majority neither agreed nor disagreed that halal food is safe to consume. This finding 156 
0001). 186
There is are also a very high and positive correlations between disagreeing in buying foods 187 labelled with halal logo and disagreeing with purchasing halal food in future (r=0.82. 188 p<0.0001) ( Table 3) . 189
190
Insert Table 4 debates and proposed practical measures to integrate animal welfare in the food supply 222 chain. However, the situation remains that pre-slaughter stunning of animals, often 223 considered a positive indicator of animal welfare considerations, is only accepted by some 224
Islamic Schools of Thought and, therefore, is required in some halal certification schemes 225 but not others (Fuseini et al., 2017) . This dichotomy means that ingredients being 226 purchased for their animal welfare and halal credentials to meet the needs of broad 227 consumer groups might result in food products that are not considered halal by some Islamic 228 scholars, which in turn might impact consumer perception about availability of halal foods. 229
The usage of halal raw materials and preparation of halal foods in a halal kitchen 230 area (r=0.69), using different sets of utensils and equipment (r=0.66) and segregation of 231 halal foods (r=0.68) show moderately high correlations. Similar to Muslim group, the non-232
Muslim consumers also showed high correlations in using designated kitchen for preparation 233 of halal food and segregation of halal foods (r=0.80) and using different sets of utensils 234 (r=0.89). However, the mean scorings showed the non-Muslim group neither agrees nor 235 disagree regarding the segregation and utilisation of different sets of utensils. 236 The perceived feeling of being in control due to the environment e.g. availability of 281 halal food in campus and ease of differentiation of halal foods did not influence the 282 purchasing behaviour of halal food among Muslim and non-Muslim consumers. The Muslim 283 group disagreed (2.49 ± 1.24) while non-Muslims were unsure (2.99 ± 0.81) that they have 284 access to a wide selection of halal products (Table 3) . This is in contrast to the views of 285 catering services management who believed that a selection of halal foods weare available. 286
If there is high intention or motivation to purchase halal food products by the Muslim group 287 but lack of availability, this will reduce the buying desire (Vermeir and Verbeke, 2004 ). This 288 is in contrast with previous studies that found significant and positive relationship between 289 
Limitations and future research 315
The results of this study cannot be generalised due to the small sample size. It also 316 represents a snapshot of a UK institute of higher education. Gender-related differences i.e. 317 male being more likely to eat off campus and religion-related differences i.e. Muslims and 318 non-Muslims should be interpreted with caution as the distribution of male and female 319 The study can could be improved by increasing the sample size and including participants 332 from other universities or by being expanded to other regions. It also reveals that the 333 consumers have different perceptions of animal welfare and this is an area that should be 334 explored further. 335
336

Conclusion 337
In order to increase the sales of halal food products on campus, the amount, variety and 338 visibility of halal food could be increased at selected cafeterias and refectories. The campus 339 adheres to strict good hygiene and halal practices and this can be an effective strategy in 340 marketing of halal food to Muslim consumers. This study supports previous findings that 341 attitude is a significant factor in influencing purchasing intention of halal food. Although both 342
Muslim and non-Muslim consumers agreed on the importance of animal welfare, there exist 343 differences in perceptions of animal welfare in halal meat production. Differences also exist 344 between both groups particularly in their attitudes and choices towards halal food. This is an 345 area that warrants further investigation into consumers' food choices and beliefs towards 346 halal food. Future studies should be carried out to understand the differences and to raise 347 awareness among consumers on the integration of animal welfare in the food supply chain. 348
This study emphasises the needs for of both types of consumers and contributes to a better 349 understanding of the customers within a university setting. Sniehotta, Presseau and Araujo-Soares", Health Psychology Reviews Vol. 
